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H Security Company is one of the earliest security companies in China. Now, it 
has gained full licenses. Xiamen B branch is the first batch of security sales offices 
opened in Xiamen. It accumulates many good customers after its ten years operation. 
But, more and more security sales offices opens, the competition between the security 
companies becomes more and more fierce, especially the competition of attracting 
good customers. Every security company is facing the problem of how to manage the 
effective customer relations to improve its competitive ability. Then, it can attract 
more good customers. This thesis focus on the research of customer relations and 
customer value, explaining the principle between customer relation and customer 
value in sales offices. Meanwhile, it presents the benefit of improving the 
management of customer relations through the measurement of customer value. 
The thesis use the method of case study, presenting relative theory of customer 
relations, introducing  the theory of customer lifelong value in the view of enterprise, 
also the theory of customer value based on the point of customer; it introduces the 
background of H security company and its Xiamen B branch, analyzing the customer 
relation management and problems.  A research on customer lifelong module of Gupta 
and Lyman is carried out, comparing the customer lifelong value and cost of each 
classified customer of Xiamen B branch. The view is presented that the customer 
relation in traditional marketing strategy is more restricted, it can’t realize the 
optimization of customer value and is lack of effective customer differentiation 
marketing strategy.  The thesis gives a conclusive strategy of customer value, 
marginal benefit and customer acquisition and customer retention, aiming at 
improving the competitive advantages of B branch of H Security Company. 
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H 证券 B 营业部相关介绍及其数据的收集、分析等入手介绍 H 证券 B 营业部的






















第二章   理论综述 
第一节  传统营销战略理论 
一、传统的营销战略框架 
传统的营销战略大都是按照图 2-1 所示的框架来制定营销战略。这种方法
可以归结为 3Cs、STP和 4Ps进而发展到 4C理论、4R理论进行营销战略的分析。 
 
 










客户 公司 竞争 
产品 价格 促销 地点 






























沟通并用产品的优点来说服顾客购买（促销）。                                                                                                                                                                                                                                                                                                                                                                                                                                                                            
三、4C 理论的分析 
随着市场竞争日趋激烈，媒介传播速度越来越快，以 4P 理论来指导企业
营销实践已经“过时”，4P 理论越来越受到挑战。到 20 世纪 80 年代，美国劳
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管理营销组合变成管理和顾客的互动关系。与此相适应产生 5 个转向： 
（1）现代市场营销的一个重要思想和发展趋势是从交易营销转向关系营
销：不仅强调赢得用户，而且强调长期地拥有用户。 
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王霆，卢爽主编； 汪虹昱编著. 深度营销［M］. 北京：中国纺织出版社，2003.P173-174 
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